	Course title
	Marketing Management

	Lecturer
	dr hab. prof. UE Jarosław Woźniczka

	Level
	bachelor

	Length
	30 / L: 15, W: 15

	Type
	major course

	Form
	lecture and workshop

	Content
	1. 
	Marketing management process. Marketing and other business functions. Resource-based marketing.

	
	2. 
	Marketing management functions: analysis, planning, organization, implementation and control. 

	
	3. 
	Situation analysis. Information as a key resource for marketing management. The changing market environment. Situation analysis process. Macroenvironement analysis. The natural, economic, technological, political, legal and socio-cultural factors and their analysis.

	
	4. 
	Situation analysis. Microenvironment analysis. Customer analysis. Individual and industrial buyers. The scope of customer analysis. Market segmentation. The methods of gathering and analyzing information about customers. Importance-performance analysis.

	
	5. 
	Situation analysis. Competitive environment analysis. Competitor analysis. Substitutes analysis. Suppliers analysis. Wholesalers and retailers analysis. Industry structural analysis. Product portfolio analysis. Benchmarking.

	
	6. 
	Situation analysis. Forecasting. Market forecasting. Company’s future results forecasting. Organization’s resources and capabilities analysis. The marketing assets analysis. Cross-sectional company’s results analysis.

	
	7. 
	Situation analysis. SWOT analysis.

	
	8. 
	Strategic and operational marketing planning. Marketing planning process. Company’s mission statement. Strategic marketing objectives and goals setting. 

	
	9. 
	Strategic marketing planning. Marketing strategy and competitive advantage. Selecting target markets. Selecting the way of marketing offer differentiation. Marketing offer positioning. Competitive marketing strategies. 

	
	10. 
	Operational marketing planning. The scope of operational planning. Operational marketing plan template.

	
	11. 
	Operational marketing planning. Marketing tools planning. 

	
	12. 
	Marketing organization. Marketing function in overall organizational structure. Internal marketing organization. Functional, product, customer/market and matrix organizational structure. The organizational forms of cooperation with external partners.

	
	13. 
	Marketing plan implementation. The process of marketing strategy implementation. Implementation challenges and methods. Internal marketing.

	
	14. 
	Marketing control. The scope of marketing control. The process of marketing control.

	
	15. 
	Strategic and operational marketing control. Marketing strategy auditing. Operational marketing control process and measures.

	Prerequisites
	•
English language proficiency

	
	· completing courses “principles of marketing”, “marketing research” and “consumer behavior” preferred but not required

	Learning outcomes
	Knowledge. Knowledge of fundamental marketing management processes, especially situation analysis, marketing planning and marketing control

	
	Skills. Information analysis, preparing strategic and operational marketing plans, marketing organization, implementation and control

	
	Competences. Competences of managerial and social nature, including ability to cooperate as a part of the team to successfully manage the marketing function in the organization

	Selected literature
	1. 
	Hooley G., Piercy F.P., Nicoulaud B., Marketing Strategy & Competitive Positioning, Pearson Education Limited, Harlow 2012

	2. 
	3. 
	Chernev A., Marketing Management, Cerebellum Press, Chicago 2014

	4. 
	5. 
	Marshall G.W., Johnston M., Marketing Management, McGraw-Hill Education, New York 2014

	6. 
	7. 
	Clow K.E., Baack D.E., Marketing Management. A Customer-Oriented Approach, Sage Publications, London 2009

	8. 
	9. 
	Buell V.P., Marketing Management, McGraw-Hill, New York 1985

	Teaching tools
	lecture, practical examples, case studies, group discussions, individual assignments, individual presentations, group work 

	Form of examination
	two home assignments and written exam


